Authors: 


ALPERT, FRANK H., and MICHAEL A. KAMINS, “Pioneer Brand 
Advantage and Consumer Behavior: A Conceptual Framework and 
Propositional Inventory,” 244. 

ARMACOST, ROBERT L., and JAMSHID C. HOSSEINI, “Identifica- 
tion of Determinant Attributes Using the Analytic Hierarchy Pro- 
cess,” 383. 

BAKER, JULIE, DHRUV GREWAL, and A. PARASURAMAN, “The 
Influence of Store Environment on Quality Inferences and Store 
Image,” 328. 

BALASUBRAMANIAN, SIVA K., see King, M. F. 

BASU, KUNAL, see Dick, A. S. 

BUNN, MICHELE D., “Key Aspects of Organizational Buying: Concep- 
tualization and Management,” 160. 

CATHEY, AMY S., see Dabholkar, P. A. 

CHANG, TUNG-ZONG, and ALBERT R. WILDT, “Price, Product 
Information, and Purchase Intention: An Empirical Study,” 16. 

CLAXTON, JOHN D., see Taylor, S. 

COLEMAN, JAMES E., see Robicheaux, R. A. 

DABHOLKAR, PRATIBHA A., WESLEY J. JOHNSTON, and AMY S. 
CATHEY, “The Dynamics of Long-Term Business-to-Business Ex- 
change Relationships,” 130. 

DARLEY, WILLIAM K., see Lim, J. 

DAVIS, MARK A., see Kelley, S. W. 

DICK, ALAN S., and KUNAL BASU, “Customer Loyalty: Toward an 
Integrated Conceptual Framework,” 99. 

DIXON, ANDREA L., see Michaels, R. E. 

DONTHU, NAVEEN, “Double Jeopardy in Television Program Choice,” 180. 

DORSCH, MICHAEL J., and SCOTT W. KELLEY, “An Investigation 
into the Intentions of Purchasing Executives to Reciprocate Vendor 
Gifts,” 315. 

GOMES, ROGER, see Mentzer, J. T. 

GREWAL, DHRUY, see Baker, J. 

HALSTEAD, DIANE, DAVID HARTMAN, and SANDRA L. 
SCHMIDT, “Multisource Effects on the Satisfaction Formation Pro- 
cess,” 114. 

HARTMAN, DAVID, see Halstead, D. 

HERCHE, JOEL, see Swenson, M. J. 

HIBBERT, BRYNN, and IAN F. WILKINSON, “Chaos Theory and the 
Dynamics of Marketing Systems,” 218. 

HOSSEINI, JAMSHID C., see Armacost, R. L. 

JEONG, INSIK, see Samiee, S. 

JOHNSTON, WESLEY J., see Dabholkar, P. A. 

KAMINS, MICHAEL A., see Alpert, F. H. 


Journal of the Academy of Marketing Science 


Volume 22 


Number 1 (Winter 1994) pp. 1-96 
Number 2 (Spring 1994) pp. 97-192 
Number 3 (Summer 1994) pp. 193-312 
Number 4 (Fall 1994) pp. 313-416 


KELLEY, SCOTT W., and MARK A. DAVIS, “Antecedents to Customer 
Expectations for Service Recovery,” 52. 

KELLEY, SCOTT W., see Dorsch, M. J. 

KING, MARYON F, and SIVA K. BALASUBRAMANIAN, “The Ef- 
fects of Expertise, End Goal, and Product Type on Adoption of 
Preference Formation Strategy,” 146. 

LEE, MYUNG-SOO, see Lord, K. R. 

LIM, JEEN-SU, WILLIAM K. DARLEY, and JOHN O. SUMMERS, 
“An Assessment of Country of Origin Effects under Alternative 
Presentation Formats,” 274. 

LORD, KENNETH R., MYUNG-SOO LEE, and PAUL L. SAUER, 
“Program Context Antecedents of Attitude Toward Radio Commer- 
cials,” 3. 

LUMPKIN, JAMES R.., see Strutton, D. 

McDONALD, WILLIAM J., “Provider Perceptions of Focus Group 
Research Use: A Multicountry Perspective,” 265. 

MENTZER, JOHN T., and ROGER GOMES, “Further Extensions of 
Adaptive Extended Exponential Smoothing and Comparison with the 
M-Competition,” 372 

MICHAELS, RONALD E., and ANDREA L. DIXON, “Sellers and 
Buyers on the Boundary: Potential Moderators of Role Stress—Job 
Outcome Relationships,” 62. 

MILNE, GEORGE R., “A Magazine Taxonomy Based on Customer 
Overlap,” 170. 

MOORE, DAVID J., JOHN C. MOWEN, and RICHARD REARDON, 
“Multiple Sources in Advertising Appeals: When Product Endorsers 
Are Paid by the Advertising Sponsor,” 234. 

MORASH, EDWARD A., see Ozment, J. 

MOSCHIS, GEORGE P., “Customer Behavior in Later Life: Multidisci- 
plinary Contributions and Implications for Research,” 195. 

MOWEN, JOHN C., see Moore, D. J. 

OZMENT, JOHN, and EDWARD A. MORASH, “The Augmented Ser- 
vice Offering for Perceived and Actual Service Quality,” 352. 

PARASURAMAN, A., see Baker, J. 

PING, ROBERT A., JR., “Does Satisfaction Moderate the Association 
between Alternative Attractiveness and Exit Intention in a Marketing 
Channel?” 364. 

PRASAD, V. K., and LOIS J. SMITH, “Television Commercials in 
Violent Programming: An Experimental Evaluation of Their Effects 
on Children,” 340. 

REARDON, RICHARD, see Moore, D. J. 

ROBICHEAUX, ROBERT A., and JAMES E. COLEMAN, “The Struc- 

ture of Marketing Channel Relationships,” 38. 


2 
. 
q 
t 
if 


410 JOURNAL OF THE ACADEMY OF MARKETING SCIENCE 


SAGER, JEFFREY K.., “A Structural Model Depicting Salespeople’s Job 
Stress,” 74. 

SAMIEE, SAEED, and INSIK JEONG, “Cross-cultural Research in 
Advertising: An Assessment of Methodologies,” 205. 

SAUER, PAUL L., see Lord, K. R. 

SCHMIDT, SANDRA L., see Halstead, D. 

SMITH, LOIS J., see Prasad, V. K. 

SPARKS, JOHN R., “Machiavellianism and Personal Success in Mar- 
keting: The Moderating Role of Latitude for Improvisation,” 393. 

STRUTTON, DAVID, and JAMES R. LUMPKIN, “Problem- and Emo- 
tion-Focused Coping Dimensions and Sales Presentation Effective- 
ness,” 28. 

SUMMERS, JOHN O., see Lim, J. 

SWENSON, MICHAEL J., and JOEL HERCHE, “Social Values and 
Salesperson Performance: An Empirical Examination,” 283. 

TAYLOR, SHIRLEY, and JOHN D. CLAXTON, “Delays and the Dy- 
namics of Service Evaluations,” 254. 

WILKINSON, IAN F,, see Hibbert, B. 

WILDT, ALBERT R., see Chang, T. 


Articles: 


“Antecedents to Customer Expectations for Service Recovery,” Kelley 
and Davis, 52. 

“An Assessment of Country of Origin Effects under Alternative Presen- 
tation Formats,” Lim et al., 274. 

“The Augmented Service Offering for Perceived and Actual Service 
Quality,” Ozment and Morash, 352. 

“Chaos Theory and the Dynamics of Marketing Systems,” Hibbert and 
Wilkinson, 218. 

“Cross-cultural Research in Advertising: An Assessment of Methodolo- 

“Customer Behavior in Later Life: Multidisciplinary Contributions and 
Implications for Research,” Moschis, 195. 

“Customer Loyalty: Toward an Integrated Conceptual Framework,” Dick 
and Basu, 99. 

“Delays and the Dynamics of Service Evaluations,” Taylor and 
Claxton, 254. 

“Does Satisfaction Moderate the Association between Alternative Attrac- 
tiveness and Exit Intention in a Marketing Channel?” Ping, 364. 


FALL 1994 


“Double Jeopardy in Television Program Choice,” Donthu, 180. 

“The Dynamics of Long-Term Business-to-Business Exchange Relation- 
ships,” Dabholkar et al., 130. 

“The Effects of Expertise, End Goal, and Product Type on Adoption of 
Preference Formation Strategy,” King and Balasubramanian, 146. 

“Further Extensions of Adaptive Extended Exponential Smoothing and 
Comparison with the M-Competition,” Mentzer and Gomes, 372. 

“Identification of Determinant Attributes Using the Analytic Hierarchy 
Process,” Armacost and Hosseini, 383. 

“The Influence of Store Environment on Quality Inferences and Store 
Image,” Baker et al., 328. 

“An Investigation into the Intentions of Purchasing Executives to Recip- 
rocate Vendor Gifts,” Dorsch and Kelley, 315. 

“Key Aspects of Organizational Buying: Conceptualization and Manage- 
ment,” Bunn, 160. 

“Machiavellianism and Personal Success in Marketing: The Moderating 
Role of Latitude for Improvisation,” Sparks, 393. 

“A Magazine Taxonomy Based on Customer Overlap,” Milne, 170. 

“Multiple Sources in Advertising Appeals: When Product Endorsers Are 
Paid by the Advertising Sponsor,” Moore et al., 234. 

“Multisource Effects on the Satisfaction Formation Process,” Halstead 
et al., 114. 

“Pioneer Brand Advantage and Consumer Behavior: A Conceptual 
Framework and Prdpositional Inventory,” Alpert and Kamins, 244. 

“Price, Product Information, and Purchase Intention: An Empirical 
Study,” Chang and Wildt, 16. 

“Problem- and Emotion-Focused Coping Dimensions and Sales Presen- 
tation Effectiveness,” Strutton and Lumpkin, 28. 

“Program Context Antecedents of Attitude Toward Radio Commercials,” 
Lord et al., 3. 

“Provider Perceptions of Focus Group Research Use: A Multicountry 
Perspective,” McDonald, 265. 

“Sellers and Buyers on the Boundary: Potential Moderators of Role 
Stress—Job Outcome Relationships,” Michaels and Dixon, 62. 

“Social Values and Salesperson Performance: An Empirical Examina- 
tion,” Swenson and Herche, 283. 

“A Structural Model Depicting Salespeople’s Job Stress,” Sager, 74. 

“The Structure of Marketing Channel Relationships,” Robicheaux and 
Coleman, 38. 

“Television Commercials in Violent Programming: An Experimental 
Evaluation of Their Effects on Children,” Prasad and Smith, 340. 


